Apparel design is an economic activity to create values for users over the value chain of a product. In this paper, the contribution of apparel design is defined as the enhancement of users' perceived values by improving users' experience of products. In this context, the value of a product corresponds to compensation for experience or a promise for experience of a product. Experience can be sensory or psychological benefits to users. To evaluate the value of apparel design, the researcher identified and analyzed the apparel design parameters affecting users' experience and benefits of products such as macro-, micro-environmental factors, value chain factors, apparel designer factors, and user factors. For an analytical modeling of the values of apparel design, this paper introduces the concept of a utility function from economics. In economics, utility is a measure of desirability or satisfaction that can be correlative to need or desire. The measure of value can be found in the price which a user is willing to pay for the fulfillment or satisfaction of need or desire via the experience of a product.
I. Introduction
In the 21 st century, apparel design economics based on apparel design and related activities, such as: In this paper users' experiences and cognition are correlated to the value of a product. Users are willing to compensate the benefits from the experience and cognition of products with the values that users perceive appropriate, and willing to yield for exchange. Transformational managerial and holistic innovation aspect of apparel design thinking is how to achieve the apparel design goals with given resources by upgrading the organization and operational processes.
The apparel design thinking process can affect apparel design more than any other apparel design parameters. It is important to integrate, and engraft apparel designer factors into the apparel design model to encourage and bring out apparel designers' creativity potentials.
III. Results and Discussion

Apparel design evaluation process
This paper introduces the concept of a utility function from economics to evaluate the value of apparel design.
In economics, utility is a measure of desirability or satisfaction that can be correlative to "needs or desire".
"Need or desire" cannot be measured directly, but only indirectly, by the outward phenomenon that they cause to exist. The measure can be found in the value or price which a consumer is willing to pay for the fulfillment or satisfaction of users' "needs, wants, desires" (Berry et al., 2002) .
A utility function is a means of measuring the desirability of various types of goods and services, and the degree of well-being experiences that those products provide for users. This measure is normally presented in the form of a mathematical expression, and can be utilized with just about any type of good or service. In other words, utility is proportional to value. In this paper, 'value' and 'utility' terms are used exchangeable.
In a grossly simplified form, the utility (or the value) of apparel design is determined by two value factors as equation 1.
Where △U is the change of utility (i.e., the changed "desirability or value of a good and service"), Q is input materials and W is work of apparel designer.
Equation 1 of the value of apparel design is that to enhance the value of products, functionality alone has the limit.
Apparel design needs to appeal and satisfy users' emotional and psychological experiences and values.
IV. Conclusions
Apparel design is a process of converting and Beyond the functionality such as user-interface, users' emotional and psychological experiences should be considered to enhance the value of products and services.
